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Approached to the 3rd Generation times, Communications industry is moving 
towards the new stage for competition. The three largest operators, Telecom, Mobile 
and Unicom, play together on the same stage of full-service operation marketing, 
which has become the keynote of telecom service development. As the direct service 
window for customer, business office has been one of the strategic positions for 
expanding market of Hangzhou Telecom. For speeding up strategy transition and 
accelerating scale development, Hangzhou Telecom has implemented marketing 
process reengineering for business office, striving to stand out among the fierce 
market competition and occupying dominant status for mobile internet development.  
First of all, this paper states the background and development features of 
Hangzhou Telecom, analyzing the significant meaning of business office to Telecom 
development in the competitive environment. Secondly, it elaborates the current 
situation of Hangzhou Telecom Physical Store, including classification, positioning, 
functionality, etc., putting forward the research idea, approaches and content. 
Successively, it sets forth the process reengineering theory, service marketing 7PS 
theory for service marketing capability and consumer behavior, etc., that will be 
mentioned in the followings. Meanwhile, it makes analysis on the marketing process 
situation of Telecom Business Office, proposing some weakness during marketing 
process. Finally, combining with the above theory and according to the six-phase 
modeling of William·J·Caidinger, this paper illustrates the concrete solution for 
marketing process reengineering of Hangzhou Telecom and elaborates the key tasks 
from the aspect of practical operation during six phases, including Conception of Idea, 
Project Launching, Analysis and Diagnosis, Process Design, Process Reengineering, 
Monitoring and Evaluation.  
Comprehensively reflecting “Practice is the Most Effective Tool for Verifying the 













reengineering solution with the approaches of evaluation on detailed cases and 
investigation on customer satisfaction, etc.  
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129 个春秋。目前公司下辖 14 个经营单元，即市区 7个分局、7个县（市、区）
分公司，公司总资产 68 亿元，从业人员近 8000 人。 
杭州电信在网络、品牌、技术、人才等方面独具优势，收入规模居全国省会
城市第二。凭借全业务、多产品融合的服务能力和渠道体系，拥有近 320 万固定
电话用户、170 万宽带客户、210 万移动客户。3G 网络覆盖的广度、深度及质量
水平全国领先、全市 优，县城以上区域实现连续覆盖，乡镇覆盖比例近 100%，
实现行政村 3G 有效覆盖；互联网出口带宽占全市出口带宽总数的约 85%；光纤
传送网络辐射全市所有楼宇、社区、城乡以及绝大部分农村，光纤入户（FTTH）
能力建设达到 120 万线。 
1.1.2 杭州电信发展阶段特征① 
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